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When it Pays to be Friendly: Employment Relationships and Emotional

Labour in Hairstyling
Since Hochschild (1983) first suggested that interactive service workers carry out emotional labour in the course of their work, this proposition has become widely accepted. However the relationship of emotional labour, and client-worker social interactions more generally, to the structural relations of employment has received surprisingly little attention: most inquiries into emotional labour have been conducted in large companies amongst waged workers whose employment relations vary little. In consequence emotional labour has increasingly been abstracted from the structural conditions of its production, and come to be seen as the product of occupation; employers' capacity to exercise Foucauldian control over workers; or workers' production of meaning in their workplace interactions. This article shows that these conceptualizations are partial as workerclient interactions vary with variation in employment relations, even where workers face similar cultural and occupational demands. This is therefore a call to resituate emotional labour, and worker-client interactions more broadly, in the structures of employment within which they are produced.
Emotional Labour: Alienation, Breaking Points and Gifts For Marx alienation has four dimensions: workers are alienated from the product of their labour, which appears, 'an alien being, as a power independent of the producer,' ([1844] 2000: 86) , from the process of production (over which they have ceded control), from their 'species-being' (creative and social productive activity) and thus (since social labour in capitalism is commodified) from both capitalists who direct their work and their co-workers (Marx [1844 (Marx [ ] 2000 . In The Managed Heart Hochschild (1983) extends this, claiming that, '[t] he worker can become estranged or alienated from an aspect of self-either the body or the margins of the soul -that is used to do the work' (7). The flight attendant smiles; the debt collector snarls; both produce a product: 'the proper state of mind in others' (7). This product (a customer's response) is owned by the capitalist, who reaps its rewards. And the labour employed is 'emotional labour', comprising 'the management of feeling to create a publicly observable facial and bodily display.' As such emotional labour is understood as a subcategory of 'labour'. Critically emotional labour is sold for a wage and Hochschild argues that this is why emotional labour is alienating, not that it involves pretence. Indeed whereas 'emotional labour' is historically specific (the commodification of emotion work in a capitalist labour market) 'emotion work' (pretence and emotion management) is common to all social interaction.
Marx argues that alienation of human creative labour reaches beyond the realm of work. Similarly Hochschild suggests that corporate demands for emotional labour gradually alienate workers from themselves in the wider world. When workers 'inhabit their own stage faces with caution; behind the mask, they listen to their own feelings at low volume ' (1983: 189) . It is difficult to continually feign emotion (do 'surface acting') so workers do 'deep acting', like the method actor, adjusting their emotions to fit the emotional demands of the job. Since emotion work is inherently interactive this involves alienation from the self and from others. Workers who are estranged from feeling (90) are unable to cope when conditions of work alter.
Thus Hochschild claims that when the illusions necessary for deepacting are undermined, 'personal breaking points' occur, after which workers may 'go into robot' (126-7) withdrawing emotional labour and merely going through the motions (136). Thus breaking points signal workers' recognition of dissonance between their emotional expression and inner feelings. At this time alienation (or estrangement) is experienced, however the conscious experience of alienation is also the beginning of consciousness and therefore (potentially) workers' reclamation of control over their feelings and labour. Indeed, Hochschild suggests that collective action is most likely after breaking points . In contrast emotional labour experienced as satisfying by 'happy workers under normal conditions' (Hochschild 1983: 8n ) may be the most alienated, as it is farthest beyond workers' conscious control.
An extensive literature has drawn on Hochschild (good reviews are found in Bolton 2005; McCammon and Griffin 2000; Steinberg and Figart 1999) , but the foundational link between capitalist production and emotional labour has been de-emphasized. Thus a recent focus has been whether emotional labour can be characterised as 'skilled' (see Payne (2009) for an excellent critical summary of this debate). There has also been a tendency to understand serviceinteractions through an extra-economic lens, characterizing emotional labour as 'cultural work' (Taylor 2002) . Furthermore, academic focus has shifted from Hochschild's understanding of 'emotional labour' rooted in the structures of employment (the result of workers selling their labour-power as exchange-value (Hochschild 1983: 7) ), towards examination of 'emotion management' practices. Management is used here to describe both workers self-management of emotion and management practices for managing workers' emotions. Bolton (2005; Bolton and Boyd 2003) , is perhaps the most well known proponent of this 'managerial turn'. For instance, while Hochschild distinguished uncommodified emotional work from emotional labour sold for a wage, Bolton redefines this distinction as 'the incursion of management into the area of emotion (emotional labour)' versus 'the pre-existing ability of employees to control themselves (emotion work) ' (2005: 99, emphasis added) . In effect Bolton argues that it is managerial control over workers' emotions, rather than the sale of labour-power that marks the transition from emotional work to emotional labour. Simply put this focuses on alienation from the process (one of Marx's four dimensions of alienation), ignoring the relationship of emotional labour to alienation from the product, self, or others.
This selectivity in interpreting Hochshchild (and Marx) enables Bolton to claim that workers retain an 'autonomous' capacity to manage emotion in the workplace. Thus, she argues, workers' may 'gift' emotion work to customers in performances of 'philanthropic' emotional management, 'not controlled by an organisation's 'feeling rules'' (Bolton 2005: 133) .
Often, during social encounters in the workplace, a 'gift' exchange takes place that has little or nothing to do with the production of a profitable product. The 'gift' may inadvertently reinforce the quality of a consumable product, such as in a face-to-face service encounter, but it is not something which is directly controlled as part of the capitalist labour process and the freedom to offer or withdraw the gift remains with the organizational actor. (Bolton 2005: 32) As this quote demonstrates, Bolton argues that worker-client interactions at the workplace, even those which reinforce the quality of the product (and therefore capital returns) may be uncommodified and as such are not 'emotional labour'.
It is worth noting that Hochschild did not ignore managers' attempts to wrest organizational control of emotion from workers (c.f.
1983: 119), but Hochschild's (Marxist) premise was that the commodification of emotion work as emotional labour occurs prior to its realization. This argument permits that persistent 'indeterminacy' and capitalist-worker conflict over labour extraction remain (Smith 2006: 389-91; Thompson 1989: 242-3) , including conflict over the performance of emotional labour, as Bolton (2005: 32-3) highlights.
Yet it also implies that even where direct managerial control of workers' emotions is absent emotion work is no more uncommodified than is the physical labour of a construction worker who bypasses managerial edicts in order to do the job 'her way'.
1 Workers' 'gifts' to clients, like physical labour or corporately mandated niceties, occur after and because workers have been forced to sell their labourpower (including the capacity to perform emotional labour) on the market. Brook (2009a; 2009b) has done the most to integrate
Hochschild into a Marxist framework. In a critique of Bolton, he neatly points out that workers' 'emotional gifts' are commodified by virtue of 'the simple fact that employers understand that the final service product [client experience], whether planned, enhanced or sabotaged, is their 'property'' (Brook 2009b: 539 Eayrs 1993; Furman 1997; Gimlin 1996; Gutek et al. 2000; Lawson 1999; Van Leuven 2002; Williams 1993) . These studies highlight the development of in-salon 'communities' (Furman 1997; Rooks 1996; Williams 1993) , one-onone relationships (Eayrs 1993; Van Leuven 2002) , attempts to gain trust (Eayrs 1993 ) and the potential contradictions of stylists' projection of a 'professional' identity (e.g. Gimlin 1996: 523-4). 5 Stylists have primarily been framed in cultural or aesthetic terms, or their social distance from clients explored. Several studies highlight stylists' attempts to mould clients into a 'following' (Eayrs 1993; Schroder 1978; Willett 2000) . Followings stabilize current income, where this depends on take. They also give stylists leverage vis-à-vis owners, potentially easing the cost of job mobility. Followings are, however, more essential for some stylists than other.
Previous studies have not systematically examined the effect of stylist' employment relations on worker-client relationships or on attempts to build a following. This is partly due to methodological reliance on participant observation. Research into stylist-client relations has most often been conducted in a single salon (Drummond 2004; Eayrs 1993; Furman 1997; Gimlin 1996; Soulliere 1997; Williams 1993) or very few salons (Van Leuven 2002). There are notable exceptions (Lawson 1999; Schroder 1978) , but these are few. 6 Since hair salons and barbershops vary, as do the employment relations within them, research reliant on a single salon may mis-specify worker-client interactions produced by employment relationships as a product of occupation, community, or personality.
Research Methods
Primary Fluctuations in service demand facilitated interviewing, which was arranged for slow days, often on the condition that should additional clients want styling appointments the interview would be postponed.
In this way neither the stylist's nor the salon's earnings were adversely affected by time spent being interviewed, yet stylists did not sacrifice 'free' time. Requests for interview were refused only once.
Fifteen interviewees were male (proportionate with the industry average). Most interviewees worked in establishments with largely female or mixed clienteles, but seven were based in barbershops. The research did not involve participant observation, however many hours of stylist-client interactions were witnessed since the researcher visited over 300 hair salons, returning to some several times.
Additionally most interviews took place in salons and clients were present, and interacted with interviewees, during approximately half.
Questions about relationships with clients were not asked when clients were present as this might have detracted from stylist' attempts to 'personalise' and individualise the interaction (Toerien and Kitzinger 2007: 654) , an important aspect of client reproduction.
It may also have constrained stylist responses. Since there were periods when clients were not present or when stylists were between clients during all interviews these issues were raised then. All interviewees agreed to being recorded. The researcher transcribed and inductively coded the interviews using ATLAS.ti. Interviewee and salon names have been anonymised to protect participants.
In order to compare groups with contrasting structural dependence on clients and unambiguous relations of employment this article draws on the interviews with the 15 hourly-paid and 32 owneroperator stylists (shaded cells in Figure 1 ). This approach has weaknesses. It inevitably glosses over within-group differences, whilst the experiences of and forms of emotional labour performed by trainees, chair-renters, commission-based or mobile-stylists are not discussed. Moreover, little attention is paid to worker or client gender, sexuality, ethnicity, age or to salon-type, all which may intersect with the effects of stylists' employment relations, but are not the focus here.
'Meeting People' -Hairstyling Clients
Interactions with clients, and the emotional labour demanded therein, are integral to stylists' self-assessment.
Responding to an open-ended survey question, 'What are the best things about your work?' nearly two thirds of respondents (64 percent) wrote about client relations unconnected to hairstyling (see Table 1 ). Thirty-eight percent of question respondents employed the identical phrase:
'Meeting people'; thirteen percent described conversation, laughing or 'Gossip' with clients (or in the salon generally); ten percent [ Table 1 Moreover, given a research method, interviewing, dependent on recall, favours are sufficiently substantial to be memorable.
Favours and Employment Relations
Most stylists, in interview and in survey responses, reported doing 'favours'. Favours commonly involved extending hours (staying late; coming in early or on days off), transporting clients to or from their homes, or going to clients' homes to style their hair, either when they were ill or for a wedding. Survey findings revealed that owners were however significantly (p<0.01) more likely to report favours than non-owners (see Table 2 ). Owners who reported favours also tended to describe a greater number of favours than nonowners. For instance one owner listed: 'Taxi service, early start, do on day off, home visits when ill……' The final extended ellipsis suggesting perhaps that favours extend beyond what is easily listed.
Owners' willingness to inconvenience themselves for clients is evidenced in responses to a question that asked how they would react if they were fully booked and a regular client came in. Nearly three-quarters of owners said that they would 'squeeze' them in and owners were significantly less likely than non-owners to choose one of two alternative options: booking the client with someone else or trying to persuade them to come back on another day (p<0.1 and p<0.05). 7 Unsurprisingly therefore owners are more likely to stay late at work to accommodate clients who arrive without appointments (p<0.05).
[ Table 2 about here]
Rationales for favours vary. Most are not explicitly instrumental. Janet, the sole owner-operator of a small salon in a working class area, embeds discussion of favours in an account of her intimacy with clients:
I class everybody as friends that come in here because I've known them for such a long length of time. I mean there's one of me customers just been… She's just had her voice box took out because she's got cancer. I mean, I've known her. And I've went to hospital to see her …Like, tomorrow, I've got a lady that I will cut in the morning. She's 95 year old, and because she couldn't get in a taxi any more, I go now to pick her up on a Friday morning, because otherwise she wouldn't get out. I class her as me grandma. …She looks forward to coming in here and seeing all the customers that she knows.
A sense of community is apparent and Janet's motivation may, as she suggests, arise from friendship or familialism. Later however Janet notes that she does not socialize with clients outside work hours. The hospital visit was therefore a notable exception; while the favour recounted above involves maintaining her following. These are Unlike these owners, stylists on hourly wages tended not to recount picking up clients and bringing them to work; they cannot grant informal credit or 'freebies' because they lack control over takings; and they rarely stayed very late at work. A few described styling regular clients at home when they were ill or immobile, and several 'did weddings' but both involved extraordinary income.
Moreover hourly-paid stylists were generally explicit that favours were one-off. Nat, an employee in a smart suburban salon, explained:
There was one lady she was having trouble walking to the salon. I went and did her hair one time and I told her that I wasn't going to do it all the time so I suggested a mobile stylist for her. So she now has one of those. Sometimes you feel 'just this once' but you've got to watch out that this once doesn't end up twice and, you know, three times, and that's it, you end up doing it all the time.
As an employee Nat has no impetus to retain the client. Moreover her waged employment relationship means that styling is clearly marked as 'work'. Thus although Nat recognises and empathises with her clients' needs she recognises that doing extra-salon styling, even 'just this once', may set a precedent, precipitating the encroachment of work into extra-work life. As discussed elsewhere an overwhelming majority of employees (88 percent) agreed that 'I like to leave work behind when I leave the salon' (Cohen, 2008, p.118) , but are plagued by requests to do such work. They are therefore well practiced in recognising, and resisting, work seepage.
Hourly-paid stylists express less reluctance to perform favours during the working day, which involve a transfer of time from their work rather than extra-work lives. Thus Fiona, a part-time employee in a bustling suburban salon, describes a favour completely unrelated to hairstyling:
We even get some customers phone us up, say, 'Can you go check in [the] pound shop if you've got so-and-so for me?'
Then we run round, come back, say, 'Yeah, they have.' 'Oh, will you get it and I'll call up for it.'
This favour is 'time out'; an opportunity to escape the salon, get some fresh air. As an hourly-paid stylist Fiona's income is independent of client numbers or loyalty. She has little incentive to build a personal following and it is immaterial whether she or another stylist works on any particular client. Indeed she notes that 'most of them [the salon's clients] want anybody'. The favour described above involves the transfer of time from profit-producing activity (styling).
But hairstyling depends on client presence and during slow times, when few clients are present, employees may be at work but without work. During such (frequent) unproductive periods, any labour use which may (re)produce client loyalty is explicitly or implicitly sanctioned by salon owners, notwithstanding that it decreases workers' in-salon hours. Marx's analysis of commodities as 'congealed labour-power' (Marx [1867 (Marx [ ] 1967 suggests the possibility that favours be reconceptualised as 'congealed service' -a commodity whose value is externalized (as goodwill). This value is imminent but can be realized in the (re)production of a following. Realization of congealed service is however not straightforward, as expanded upon below. And whilst employees have already sold their labour-power in exchange for a wage and so relinquished interest in its products (which their employer must realize), the self-employed, who enter into direct exchange with customers, are themselves concerned with the realization of congealed service. Consequently, as we shall see, owners are more prone to emotional breaking points.
Favours and Breaking Points
For owners, like Janet (discussed above), favours are constructed as offerings borne of friendship. Yet, in extra-work settings we expect favours to be reciprocated (Spencer and Pahl 2006: 75,84) . For self-employed stylists, particularly long-time salonowners, unreciprocated favours expose and undermine the ('deep acting') conceptualisation of clients as friends.
Thing is a lot of the time. I did put myself out, and a lot of the time it does not get repaid. You know that customer no longer comes, over a really stupid incident. One year I had four days off. I get married and I had four days off and went to Venice for my honeymoon. And it happened to be over a Bank-Holiday weekend and nobody was available to do her hair. She's not been since. And she was furious... But when she was ill I went A similar story of third party disregard was recounted by two waged stylists in a city centre salon. In this case the client's family notified the salon that the client had suffered a stroke and cancelled her regular appointment, however they did so in a brusque manner, rebuffing the stylists' concern for a long-term client's wellbeing. Thus the experience of long-term clients leaving is universal, but stylists' interpretation of this varies. Salon owners' short term income and long term reproduction depends on their maintenance of a following and gives them the incentive to provide potentially inconvenient favours. This inconvenience is masked by deep-acting which stresses friendship and reciprocity, but can become unsustainable when client behaviour is demonstrably oriented to an instrumental logic. This is different to Korcynski's (2003: 57) argument that workers understand clients as 'our friend the enemy' because, unlike his examples, the workers discussed here are not Spontaneous goodwill towards clients is however is an insufficient explanation for the production of 'emotional gifts' (Bolton 2005; Bolton and Boyd 2003) . It is suggested above that these 'gifts' are better understood as 'congealed service'. Since owners, but not employees, are required (and able) to realise 'congealed service' employment relations shape the extent that labour, including emotional labour, over-and-beyond that formally required by the job, is 'gifted' to clients. whilst even within the industry some styling tasks require more lengthy or intimate interaction than others), by the class and race of clients (Furman 1997; Gimlin 1996; Rooks 1996) , and the social distance (with respect to both of these) between stylist and client (there is less social distance between most workers discussed here and their often working-class clients, than reported elsewhere (Gimlin 1996) ). However to date analyses of emotional labour and workerclient interactions have focused on these socio-demographic and, less frequently, occupational drivers, to the exclusion of workers' structural employment relations. This article may begin to redress that balance.
To what extent are findings about hairstylists generalizable?
Worker-client interactions in hairstyling are characterized by their duration, that they are contingently ongoing, and that they occur with a relative absence of monitoring. They are also physically proximate.
These features differentiate worker-client interactions in hairstyling from those in supermarkets or call-centres but they characterise many forms of 'body work' (Wolkowitz 2002) such as physical and emotional therapies or fitness training, while more disparate occupations share some of these characteristics. For instance a mechanic and an accountant both provide an individual with contingently ongoing service and experience little direct monitoring.
The more fundamental point, that variation in employment relationships is consequential for the deployment of emotional labour, seems on the one hand uncontroversial: workers' priorities, behaviour and forms of emotional engagement being shaped by the definite structural relations of their employment is hardly news. On the other hand, given the paucity of the literature on worker-client interactions that has paid systematic attention to workers' employment relations, and the growing acceptance of Bolton's (2005) claim that workers at work are able to autonomously manage their emotional labour this assertion comprises a demand for a refocusing of current sociological approaches to emotional labour and worker-client interactions.
An issue implicitly raised, and not resolved, by this discussion is whether 'emotional labour', a term rooted in the specificities of wagelabour, is appropriate for discussing the emotion work of selfemployed workers. This article has shown that this emotion work is rooted in capitalist market relations and therefore cannot be understood as extra-economic, but the differences, empirical and theoretical, between this and the emotional labour (and alienation) of waged employees requires further study. It is hoped that CERA may provide the methodological toolkit for this. 
